Abstract
Introduction
In the service industry, particularly the insurance sector, suitable service quality delivery has a significant role to play in firm survival and performance (Urban, 2009 ). Service quality is also crucial in achieving the satisfaction of customers in almost all service industries (Zeng et al., 2010) . In this background, owing to the increasing role of service firms in the economic development and in the competitive environment, it is important for service organizations including insurance firms to achieve service quality and to understand the gist behind service quality, customer expectations and fundamental quality characteristics (Al-Rousan and Mohamed, 2010) . Hence, this study aims to investigate the Saudi insurance industry in terms of service quality antecedents and outcomes. Accordingly, this chapter is dedicated to the presentation of the study objectives.
Service quality has developed to become a top instrumental co-efficient in the dynamic competitive market. Hence, in order to succeed and survive in this environment, any economic enterprise needs to deliver quality service (Sandhu & Bala, 2011) . In a related study, Kara et al. (2005) stated that the delivery of quality service is important for any business in order to survive and succeed in today's business environment. This is because once services delivered to customers are of high quality, this would ensure that these customers are satisfied with the services, and in turn would lead to the paramount goal of the company -customers' loyalty (Tsoukatos, 2007) .
The association that lies among the factors of customer satisfaction, customer loyalty and quality of service is considered as the ground philosophy upon which service-oriented organisations, such as insurance companies, are to Morgan and Hunt (1994) , communication antecedes trust as opposed to loyalty. In the earlier phases, communication develops awareness, customer choices, convinces potential buyers and motivates purchase decision (Ndubisi and Chan, 2005) . In the latter phases, communication entails maintaining interaction with customers regularly, providing accurate and timely information and service/product updates, and proactive interactions in case of issues. Steadfast (2013) argued that insurance is a confusing industry as it is not easy to understand, particularly for regular and common customers. So, the potential for clients who are not very familiar with the rules, regulations and policies of insurance to make mistakes is a very likely to take pace. This is why insurance companies normally hire insurance brokers whose job is not only providing customers with the best insurance policies available, but among their responsibilities is taking the time to offer their customers advice that will help them understand the insurance world better and not make any missteps along the way. Normally, insurance brokers have a vast knowledge of insurance rules, regulations and their policy wording and overall industry terminology. Thus, part of their job responsibilities is to transfer this type of knowledge and terminology that is related to insurance policies to their customers who have no idea whatsoever about the meanings and connotations of such terminology. For example, in the case of risk management, insurance companies should inform their clients whether through brokers or directly through different techniques of communication about the all the possible points of risk and the insurance policies that help account for such risks.
This study is aimed at investigating the relationship between communications, customer knowledge and customer loyalty in Saudi Arabian insurance companies. It attempts to achieve many targets; first, to bridge the gap in the existing literature that explores the relationship communication, customer knowledge and customer loyalty in the developing countries such as Saudi Arabia and second, to examine the association between communications, customer knowledge and customer loyalty in Saudi Arabia insurance companies. Finally, this study aims to provide practitioners and policy makers the way to determine and realize customer loyalty.
Literature Review and Hypothesis Development

Communication and Customer Loyalty
As far as the first antecedent factor of communication is concerned and from the viewpoint of service delivery, communication is the most important aspect since communication between employees from different departments of the insurance company and customers would be paramount in the process of achieving service delivery satisfaction (Friedman and Kelman, 2007) . This is because when employees working for the insurance company take more effort and spend more time to address the questions of concerned customers, it can lessen many uncertain feelings.
Moreover, a study by Pickton and Broderick (2001) supported that the service component of communication is valued highly, as was shown in the in depth interviews that they performed on patients; the conclusion being that communication influences satisfaction levels of the consumer in a significant manner. In addition, Saaty (2011) addressed the importance of communication channels in ensuring a better service quality and in turn more customer satisfaction in the Saudi insurance context. Based on the above discussion, the hypothesis is formulated as follows;
H1: There is a positive relationship between communication and customer loyalty.
Customer Knowledge and Customer Loyalty
It was argued that having knowledge about regulations will help customers know their rights so that they would not experience anger if they did not get a service, because they have knowledge that this service is not offered to them based on the rules and regulations. A previous study revealed that the consumer's decision to buy is significantly and positively influenced by knowledge of the product (Lin & Chen, 2006) . Lin and Chen (2006) believed that insurance industry is even different from many service-oriented industries as it involves many legal and official procedures that might not be known or even understood by customers. Thus, having knowledge about how insurance companies operate and the regulations that govern their practices could highly assist insurers and make them less worried about the regulations and procedures of the insurance policies. This means that it is the responsibility of the insurance companies to ensure that their customers understand more about the rules and regulations of their insurance policies and this would influence customers' trust in these insurance companies and in turn have a positive influence of their service quality perceptions (Sivesan, 2012) . Based on previous discussion, the researcher proposes the following hypothesis;
H2: There is a positive relationship between customer knowledge and customer loyalty,
Methodology and Research Framework
To achieve the target of this article, the study adopted a questionnaire from previous authors to obtain the data from Saudi Arabia insurance companies in 2014. The data of this article comprised of 399 sampling. This study used Partial Least Squares Structural Equation Modeling (PLS-SEM) to run the relationship between independent variables and dependent variable. Figure 1 shows the theoretical framework that displays the association between communication, customer knowledge and customer loyalty.
Figure 1. Research Framework
Measurements of Instruments
In order to measure communication, customer knowledge and customer loyalty, this current study adopted measures from previous studies; in particular, communication measurement was adopted from Danaher and Rossiter (2011) , customer knowledge measurement was adopted from Ensign and Gittelson (1988) and finally, measurement of customer loyalty was adopted from Yu et al. (2006) .
Testing the Measurement Model Outer Model Using PLS Approach
The entire items factor loadings are presented in Table 1 and they are all over 0.5 without correlation between the items. In addition, the values of composite reliability ranged from 0.895-0.941, which exceeded the recommended value of 0.7 by several researchers (Fornell and Larcker, 1981; Hair et al., 2010) . As for Cronbach's Alpha, the values ranged from 0.844 to 0.921, which exceeded Fornell and Larcker's (1981) and Hair et al.'s (2010) recommended value of 0.7. Moreover, the values of the average variance extracted (AVE) differed from 0.680 to 0.760 and these reveal a good level of measures construct validity according to Barclay et al. (1995) . The above results support the outer model's convergent validity. 
Discriminant Validity of the Measures
The measures discriminant validity was computed through Fornell and Larcker's (1981) method. Table 2 shows that the square root of the average variance extracted (AVE) for the entire constructs were placed at the correlation matrix diagonal elements. Because the diagonal elements were greater than the elements on the row and column where in they were placed, the discriminant validity of the outer model is supported. To summarize, as the outer model's construct validity is confirmed, it is deemed that the results of the hypotheses testing are valid and reliable. 
Goodness of Fit of the Model
The GoF value was estimated according to the formula in order to validate the PLS model. The GoF value was found to be 0.696. A comparison was then carried out based on the GoF measurement values, where 0.1 value is deemed as small, 0.25 as medium and lastly, 0.36 as large as recommended by Wetzels et al. (2009) . Based on the result presented in Table 3 , the model's goodness of fit measure was found to be large, which indicates adequate level of global PLS model validity. 
The Structural Model and Hypothesis Testing
Following the establishment of the measurement model, the study hypotheses were tested by running the PLS Bootstrapping in SmartPLS 2.0. The cases numbered 399 and the samples generated 500. Figures 2 and 3 present the results. The figure indicates a positively significant relationship between communication and customer loyalty ( = 0.766, t = 39.107, p < 0.01). In the same line, the result revealed that the association between customer knowledge and customer loyalty is positive and significant ( = 0.117, t = 4.217, p < 0.01).
Discussion
Communication and Customer Loyalty
The finding is consistent with the proposed hypothesis that predicted a positive relationship between communication and customer loyalty. It is also consistent with prior studies that achieved the same results such as Pickton and Broderick (2001) and Saaty (2011) .
